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Among all groups, the core FF advertising consistently gave a FF message to the 
respondents. 

- In many cases PL female smokers saw it as too dark and heavy and not for 
them. 
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Generally, among all groups, there was no clear, consistent feedback on headlines. 

However, overall both Parliament and competitive smokers seemed to favor 
headlines with a straightforward message such as Full Flavor and ReaLFlav or 0 .0TB. i u y / 

- This was especially true among male and female PL smokerswho wanted a ^ \ yV/ 

clear distinction in the advertising from the new brand and their current brand. ' y 

Overall, FF and Competitive lights smokers consistently liked “Real Smooth” as the 
product line, while PL smokers liked “Distinctively Smooth .” However, many 
respondents didn’t want a product line and almost all respondents rejected all filter 
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Lights advertising performed well among all respondents. PL smokers saw it as 
“familiar” and “clean, crisp” while FF and competitive lights smokers saw it as too 
light for them. 

- In all cases, respondents clearly saw both the FF and lights campaigns as being, f) 
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in the same family. 
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The FF smokers preferred pack #36 (some also expressed interest in #48)as their 
favorite pack. Competitive lights smokers liked #36 as well, and liked the silver 
lights pack. Overall, PL female smokers favored pack #3 in white, while the male PL 
respondents were split between the silver and white pack. 

Overall, the embossed tipping paper was generally liked, especially from males, 
though many commented that it would not be the reason for them to change brands. 

The size of the recessed filter didn’t really elicit any consistent and/or noticeable 
responses from respondents (this may be attributed to the fact that they didn’t have 
smokable product). 

i 

Due to our confusion over the product, it was difficult to get a good read on which 
product tested the best. But in each group one of the cigarettes performed well and^ ^ 

would possibly lead some respondents to switch. 
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Source: https://www.industrydocuments.ucsf.edu/docs/tfnm0004 
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KEY LEARNINGS / INSIGHTS 


Parliament Name 

• Few negatives associated with Parliament name. Felt was a legitimate brand of 
cigarettes. 

i 

• Knowledge of brand name limited. In almost every group, at least two to three persons 
have heard of brand and sometimes know someone who smokes it, usually an older 
person..mother, uncle. Most overall, do not know much about the brand...lack of image 
so there does not appear to be much negative baggage. 

• Name itself communicates prestige, upper class bu possibly a bit stodgy. 

• sometimes called generic or cheap in the absence of an image 

• Funk Band 
Camel 


• Regular users define as trendy. Clearly a playback of visuals seen. 

Would like to be seen this way, although they would not necessarily describe themselves 
this way. 

• attitude, trendy 

Winston 

• Regular users define their brand as that of a macho man-- a manly cigarette. Most aware 
of new campaign, however, it is nojt their image of die brand. Winston* s past overcomes 
their new advertising. Visuals in ciirrent campaign do not have a coherent image and 
pictures mean more than words to these smokers. 

• everyday, real people, work hartl for $, very new or very old, harsher 

i 

Recessed Filter 

• somewhat appealing ...may need more information on what recessed filter would deliver 

• Knowledge of is limited. Lots of different opinions on what it would deliver — from 
stron (because filter is shorter) to weak because it would be hard to drag on. May deliver 
less smoke...concerns about durability. 

• interesting..new 

Charcoal Filter 

• Perceived as dirty or unhealthy. Not associated with good lasting cigs. 

Oval 

i 

• limited appeal, looked like squashed cigs. 


Source: https://www.industrydocuments.ucsf.edu/docs/tfnm0004 
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•21 cigs had limited appeal; most id not understand the extra cigs was lucky cig 

Square 

• Intriguing and generates definite excitement and desire to tty. Question as to long-term 
viability as regular brand. 

Additive Free 

• somewhat appealing but not perceived to be big idea. Associated with perceived 
benefits, although not enough to svyitch brands. 

• Positive thing but their motivation to smoke the brand. 


Ideal Brand 

• Give them a sense of inclusion - a brand that ail smokers could smoke - a brand for 
everybody — cowboys, golfers andiartists. Would depict camaraderie, by groups of people 
or even a single person who looks as if they could he part of a group— not lonely .Brand 
should be honest mid a good value. 

• adventureous, sophisticated 

• smooth, refreshing 

Advertising 

Perfect Taste Sense of romance and sophistication (hat was extremely appealing. 

Evening is a very motivating time of day because it drives them to the 
possibility that something is going to happen — more cig related 
Modern architecture, the pool and the lights create a nice aspirational feel. 

• very appealing 

• Suggest relaxation, carefree, laid back and vacationing attitude with hint of sophistication 

• sophisticated 

• Upscale and less relevant 

• reds and oranges — more stressed, not relaxed, some said lights 

• Evening visuals portrayed a very motivating time of the day because it drives them to the 
possibility that something is going to happen...also smoking related time. 

• Modem architecture, pools and lights create an aspirational feel 

i 

• Beach and beach like visuals give a lazy, relaxing feeling and smokers can see 
themselves there...its is imaginable and attainable. Fantasy but attainable. 

• Dark blue and amber type coloration is appreciated, provides full-flavor yet smooth 
tasting cigs. 

Perfect Flavor Appreciated the lazy, wonderful and relaxing feeling combined 
with sense of mystery. Could see themselves there, it was imaginable and attainable. 

Like a fantasy — but an attainable one. 

• Suggest relaxation, carefree, laid back and vacationing 
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• sophisticated j 

• A bit more fun and everyday 

• element of mystery added intrigue 

• fresh, cool, getaway, fun, sexy, relaxing, escape 


New Horizons Relaxed feeling but not necessarily for a cigarette brand. 

Citizen of the World Interpreted to mean foreign which is not overly positi ve. Even when 
meant international, this is not a strong motivator — not considered to be 
aspirational. Visuals were also very busy take away from relaxing smoking experience. 

21 Vibrant colors evoked excitement. Cigarette would be different from anything else 
they have tried. Appreciated visuals showing smoking situations, 
abstract, new wave, artzy, eye-catching 

Not Your First Make independent decisions; don’t follow crowd...some though don’t 
want to believe have been followers so far. 

• unique 

IVQlhlpJl P lg. asinv . ! 

• Masculine feel and yuppie toys 

• life in fast lane, a sense of control and power 

• fun, bad boy, adventure, sexy 

• full flavor 

• not unique or proprietary 
Open For Pleasure 

• Consumer perception of NYC drove this 

• copy not meaningful 

Flavor Squared 

• viewed as too computerized, high tech, cigarette for an architect 

• words difficult to read 

• what were benefits besides being different 

Cow 

- I 

I 

• comic, light hearted 

• not unique to cigs 

Won’t Roll 

• Newest diing since slide box 

• square packs more 

• wont’ roll off pool table, bar 


Packaging Structures 


Source: https://www.industrydocuments.ucsf.edu/docs/tfnm0004 
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^. Ideal Pack: 

5 * ; 

f *"Tit m pocket 

f * different needs a functional benefit 

• fits in but is going to be noticed ; 

L • not girly or feminine or for prissy women 

• Straightforward, not too gimicky, different, showy or faddy 

- crushproof to prevent cigarette breakage-men throw cigs anywhere 

• not too designerish • 

• protect cigs from falling out ' 

-• sturdy (would not fall apart) 

• easy to open with one hand — not too much work— can access cigs in chest pocket 

• allows quick and easy access to cigs — convenience factor 
» not too bulky and more comfortable in one’s pocket 

• maintains freshness 

• not more expensive 

• young adult 

i- * Top packaging structure was sturdier board. It would: 

- protect the cigs from crushed esp if placed in back pocket 

- higher quality ’ 

- freshness 

. - - “better than what I have now”; “would be nice if our pack was tins sturdy”; 

“getting more for what I paid” 

• Push-Up feature liked because: 

- f or “someone on the go” ( 

- would provide easier access to cigs 

- talk value as point of difference for the brand 

- unique 

• Slide packaging evoked interest. 1 

- convenient and quick means of opening and closing 

- our version hard to manipulate and raised freshness concerns and structural 
issues addressed in new prototypes. 

• Rounded corners plastic pack: 

- sleek, streamlined 

- smooth 

Packaging Design/Graphics 

• Ideal packaging graphics skew masculine, contemporary and high quality 

• Chevron evoked strong, positive feelings -- gave feeling of legitimate big brand - “seal 
of quality”. 

• Want somewhat different but still looking like cigarette packs 

i 

• Not overtly flashy 

• Rich deep blues liked 
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• gold gave quality cues 

• Silver and Blue liked I 

• Gold said full flavor; silver lights 

• Most appending packs were: 

- Sophicasted, masculine, classy, upper-class, pleasurable, cool, quality, elegant, 
relaxing, rich, simple, young adult, eye-catching 

• PM crest recognized as symbol of quality; tried and true...been around for years, 
geniune, quality, make alot cigs, worth checking out 


* red taste and flavor cues 

I 

Ci garette Designs 

| 

* blue foil liked 

* chevron filter cool 

Positioning 

Cleveland research confirmed Marlboro mainstream positioning not relevant or open to; 
opportunity lies in slightly more- aspirational, open-minded upscale YAS 
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